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Abstract. The tremendous impact of applying new technologies is obvious when it comes to museums. 
Internet forms an integral part of museums everyday life and decision making. Websites, online communities, 
social media, and mobile applications comprise elements of the modern museum's digital self, which 
complements the real museum of permanent and temporary exhibitions, storage rooms, visitors' facilities, 
laboratories and, most important, museum objects. This environment inevitably affects museum marketing 
strategies and creates relevant opportunities. 
1 Introduction  
 
This paper attempts to discuss a triparted cultural 
relationship: museums, marketing and the Internet. 
Museums have served as guardians of objects and 
people's identities. In the last few decades museums 
attempt to transform into multidimensional cultural 
centers by listening to current cultural identities. This is 
achieved by thematic temporary exhibitions, educational 
programs and regular collaborations with different ethnic 
groups. Towards this end, museums have recently 
adopted digital technologies and the Internet. 
Documentation, multimedia-based exhibitions, websites, 
special needs applications contributed towards to the 
modern museum's "socially relevant objectives and basic 
principles...toward making a population aware of its 
identity, strengthening that identity, and instilling 
confidence in a population's potential for 
development."[1]. New technologies have also been used 
for museum educational programs.  
 New information technologies in the last few years 
have changed the way people communicate, think, read, 
write and act. Online communities have emerged. Social 
networking has provided tools for information sharing. 
Recommendation technologies have further encouraged 
user participation. Museums have used technologies that 
provide instant access to information in various ways. 
“From providing visitors with handheld devices to 
instantly access more information about a work of art to 
using cards tagged with RFID chips to automatically 
create a personal website based on the visitors’ interests, 
museums are experimenting with ways these new 
technologies can enhance the visitor experience on site 
and at home.” [2]. Visitors' profiles, skills and needs have 
therefore been affected and altered. [3] "Web 2.0 
technologies enable audiences to access and interpret 
museum information in their own time and on their own 
terms and to add their personal stories and memories to 
this body of knowledge, liberating collections from their 
academic and institutional context in the traditional 
museum space.” [4]. The evolution of digital 
technologies and the Internet have provided museum 
access across the world. "...in the past decade the role of 
the online/web environment has grown exponentially, 
offering a space free of opportunities, which represents 
today a benefit for the exhibition’s audience and offers 
museums a venue for fresh improvement" [5].  
 In this paper we discuss museums, marketing and 
the internet as a triparted base for museum-related 
opportunities. 
 
 
2 Museum marketing and the Internet 
 
Museum types have been categorized in four large 
domains: private museums, government museums, 
museums of nonprofit organizations and university 
museums [6]. According to ICOM's estimations, there are 
roughly more than 55.000 museums in 202 countries 
around the globe [7]. Most of them were created and run 
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thanks to government funding and support, but new needs 
and realities led to government funding shortage and the 
need for extra funding, and this factor boosted marketing 
concepts in the museum world. Marketing was not 
initially received well in the museum society [8], but 
government underfunding led to museum marketing 
firstly in the USA and shortly afterwards in Europe [9].
 Successful management in museums nowadays 
requires the use of marketing. It seems this is not an 
option; it is a necessity. From its early appearance in the 
20th century [10], different museum marketing strategies 
have been planned and applied depending on general and 
individual museum needs. A common parameter seems to 
be the need to attract visitors and gradually increase 
visitors’ flow [11], as well as visitors' engagement and 
participation.
Towards attracting visitors, internet marketing 
seems to be a valuable tool. Museum websites used to 
have a prominent role in attracting museum audiences. 
Museum website have added a digital self in museum 
realities by presenting the museum online and receiving 
virtual visitors that may (or may not) become real 
visitors. Marty and Jones state: “Virtual museum visitors 
are different from those that actually visit museums 
onsite; there are different motivations, different reasons 
and different expectations from the interaction with the 
museum.” [12].
Digitized museum objects available online can 
support the museum's educational character. Museum 
marketing and the use of Internet can serve the primary 
museum aim as commonly accepted: "a museum is a non-
profit, permanent institution in the service of society and 
its development, open to the public, which acquires, 
conserves, researches, communicates and exhibits the 
tangible and intangible heritage of humanity and its 
environment for the purposes of education, study and 
enjoyment." [13]. Museums are bound to objects, but
their purpose is to disseminate knowledge and educate.
"Virtual exhibits are not substitutes for exhibits in 
museums. They are opportunities for people who have 
seen the real exhibits to revisit them electronically and 
learn more." [14]. Students can gain much from this.
“The development and maintenance of a virtual museum 
is an ideal way to provide a student-centered 
constructivist learning environments. It allows students to 
make choices about what they want to study and provides 
meaningful topics that incorporate academics and culture 
while providing a way to get families and the community 
involved in their education.” [15] 
Mass media presence and content industries 
comprise fields of museum marketing and the Internet. 
Modern museums, in their attempts to be an integral part 
of the societies they are in, have become active, have 
undertaken new activities and they communicate them to 
the public. Museums affiliate themselves with mass 
media by forming museum content industries. These 
industries create and disseminate material that can be 
conveyed by media. “[…] museums and other collectors 
of art, graphics, etc., become content producers when 
they produce images of their art for use by consumers.” 
[16].
Connectedness and interaction are also enhanced. 
"Connectedness does not merely mean to link objects 
together but to give visitors the opportunity to focus on 
their special interests by pursuing them in an interactive 
dialog with the museum." [17]. Museums use the internet 
not only to provide access to information but also to 
interact with visitors by getting feedback, comments, 
ideas and contributions. Social media play a key role in 
building communities of visitors who share information 
and develop taste. Whether having visited the museum or 
not, visitors can express their attitudes and share 
comments and information.  "People do not participate 
merely for the fun of it. They care about having their 
voice heard. Museums need to respond to visitors’ 
participation. […]  Visitor participation, whether in the
gallery or online through social media, is an important 
part of the museum’s quest to remain relevant in society. 
Tools, such as the participatory aspect of social media, 
are strategies that allow museums to be as relevant to 
their audiences as possible."[18]. Visitors' view may 
affect museums' policies, aims, objectives, strategies and 
futures.
Let us not underestimate the marketing's key role: 
funding. Nowadays most museums are partly or 
completely self-financed. “In the 1990s, moreover, the 
policy focus increasingly shifted from merely 
encouraging private support to a more full-blown 
privatization or de-governmentalization of public cultural 
institutions – a trend that was particularly evident in 
Central and Eastern Europe […]. [19]. Internet can be 
(and may already have been) a necessary factor in the 
museum’s financial life, since it offers ways to increase 
museum finances. “Museums through the internet can 
reach global markets, which allow consumers to purchase 
products and services from museums throughout the 
world. Global marketing breaks down national 
boundaries, encouraging museums to interact with 
another across the world”. [20] 
3 Internet and museums
At the beginning, museum websites were mostly used as 
brochures to invite the public to visit, to promote new
exhibitions and inform about collections and activities.
Later on, photographs of museum artifacts started to be 
included in museum websites along with some 
information. Global communication via the World Wide 
Web provided museums the opportunity to contact each 
other fastly and in an economic way, using new means of 
contact, such as computer mediated conferencing (CMC), 
e-mail lists, discussion boards, bulletin boards and chat 
rooms, which were used to support many types of 
discursive or collaborative activities. Nowadays, social 
networking is used for offering and sharing information 
as well as for creating online communities [21].
Every museum curator, even with the smallest 
budget, must nowadays pursue an online representation 
of the museum. [22] As stated before one of the simplest
presence of museums online was the “brochure museum”. 
This type of museums usually informs people about 
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visiting hours, tickets’ prices and says a few words about 
their collection. Later on, a new museum form was 
introduced on the web, “the content museum”. Many 
museums have at their collections millions of artifacts. 
This type of museums presents a part of the collection 
and invites virtual visitors to explore. "Content museums" 
usually display online the most special artifacts in order 
to intrigue people to go and see these artifacts in person. 
One step further is the “learning museum”. At this type, 
“the site is didactically enhanced and linked to additional 
information that motivates the virtual visitor to learn 
more about a subject they are interested in and to revisit 
the site.” [23].
The latest development comes in the form of virtual 
museums, also noted as hyper museums, digital 
museums, cyber museums or web museums. A virtual 
museum can be the World Wide Web self of traditional 
museums (e.g., displaying digital representations of 
existing collections or exhibits), or it can be created from
digital content such as net art, virtual reality and digital 
art. "A virtual museum is a construction, a code in itself, 
which is encoded technically by the website developer 
and socially by the curator. […] Just like in a traditional 
museum, curators are responsible for what is included, 
and what is excluded from a body of knowledge." [24]. 
Virtual museums offer virtual visits and virtual activities, 
such as virtual games for students based on CVE 
(collaborative virtual environments).[25]. 
At the communication end, museums in the last 
decade have moved towards incorporating the benefits of 
social media. "Social media indeed gives museums 
additional opportunities to build online communities, 
both on their own websites and on popular international 
networks like Facebook or Twitter, which potentially can 
extend their cultural outreach beyond national borders." 
[26]. Social media has revolutionized communications by 
providing a stable and affordable platform for ongoing 
dialogue that goes beyond national boundaries among 
countries around the world. This communication could be 
established by museum professionals and at the same 
time by simple visitors without cultural, social, political 
and geographical boundaries.
In the last few years museums entered the world of
mobile (smart)phones, tablets, applications and services. 
Mobile applications for museums are rapidly increasing. 
"The use of mobile apps opens up new channels of 
communication between the cultural institution and the 
user, which extent to his or her personal space and go 
beyond the boundaries of the museum’s walls.” [27].  
4 Strategic marketing and museums  
During the last quarter of the 20th century a new term was 
introduced to museum societies: new museology, a 
concept that shifted museums' centre from objects to 
society. These thoughts were the outcome of the post 
World War II shift in museum identity within the broader 
European society and the world [28], and introduced new 
ways of expressions and new roles in the relationship of 
museums and society [29], including an advanced 
educational role of museums [30]. Today museums 
actively contribute to social, cultural and economic life of 
a society [31]. Within this new role and given the funding 
shortages, museums seek new funds and sustainability 
[32]. Towards this end, museums apply marketing 
techniques and strategies [33].
The strategic marketing process is a very hard and 
worth-working process, having long term results and 
benefits. Marketing helps museum people to set aims and 
objectives, forces them to face the difficulties and exploit 
opportunities, helps to develop a more distinctive 
structure and makes good use of all different professions 
in a museum. Marketing is used not only to increase 
finance, but also to attract visitors, to penetrate into new 
audiences, to gain feedback from visitors so as to 
understand and measure needs and expectations,
enriching the visitor’s experience and widening the 
borders of the museum [34, 35, 36].   
5 Some concluding thoughts 
"The ways in which historical, art historical, and 
scientific studies are changing through the use of 
technology are legion. The difficulty of recalling past 
research on a given topic is problematic and mounts with 
each passing year" [37].
The advantages of applying new technologies in 
museums are certainly many. Going online means for a 
museum to exploit all the given possibilities. First of all, 
by using the web a museum offers free access to the 
artifacts for everyone. This is especially important for
people who are physically and/or economically disabled 
or live far away from the actual museum. For them it 
might not be possible to gain access in a specific museum 
and its artifacts otherwise. Secondly, by exposing 
virtually its artifacts, museums provide a safe way for 
everyone to explore these artifacts, and augment 
symbolic capital. Thirdly, the internet provides access to 
artifacts which are kept in storage rooms or are not safe 
to be displayed. Fourth, by using all the potentials that 
multimedia provide, artifacts can be virtually re-
composed and re-exposed in innumerable ways. Fifth, 
people can work with the artifacts displayed in front of 
them on a computer screen in various ways, e.g. put them 
nest to each other and play with them. Finally, new 
information technologies and multimedia encourage 
visitors to participate and be further engaged; thus the 
role of the visitors is upgraded, especially if we consider 
the social media and the potential of creating and 
organizing online communities, especially with the 
contribution of young people [38]. 
On the other end, museums tend to design their 
digital representations in a "much prettier" way than the 
actual thing. As years go by, real artifacts are becoming 
increasingly remote for safekeeping, forcing them to 
appear less real and secluded. Visiting a real museum is 
often more exciting, because of the actual presence of 
other people and of activities and services there. 
Marketing in the world of museums can help 
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towards making the most of and for visitors. Services 
marketing [39] of tangible and intangible museum assets 
[40, 41], real and digital, will offer museums a chance to 
overcome funding difficulties, set new aims and 
objectives, and make real and virtual visitors more 
satisfied. 
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